At the beginning of the 21st century, museums find themselves struggling to maintain audience in competition with an increasing number of leisure and cultural attractions. Their traditional mission is leaving room to a strategic approach in which conservation and marketing harmonize to create new cultural experiences that appeal to leisure consumers and attract sponsors. The electronic management of contents, reference communities, and distribution channels offers valuable insights and solutions to these institutions. This article outlines the competitive responses that can be adopted by online museums, discusses the reengineering of their role in the tourism market, and proposes a prototype of a multimedia portal aimed at creating valuable synergies between cultural and tourist services.
Introduction
The educational mandate of museums is being transformed as management and marketing strategies play an increasingly crucial role in promoting cultural services. The tightening of state funding is forcing cultural institutions to abandon a mere conservation function (Lumley, 1988; Middleton, 1990a;  132 MINGHETTI, MORETTI, AND MICELLI resents a huge opportunity to gain a competitive advantage on the global market (Fahy, 1995; Kavanagh, 1995) . The introduction of multimedia information systems enables museums to redesign traditional products and promote new cultural experiences, by involving a worldwide network of potential visitors, who now take part in the production of the cultural service. Furthermore, through the Web the museum "breaks" the traditional value chain. From being just a "commodity" that adds value to local tourism services marketed by travel agencies, hotels, and other tourism operators, it enhances its role, even becoming the catalyst of an innovative "niche" supply developed around the cultural event.
Until now, research efforts also at the European level have merely been focused on digitization and electronic storage of collections for education and dissemination purposes (e.g., AQUARELLE, 1997; MAGNETS, 1998; MOSAIC, 1996 ; VAN EYCK, 1997) .
Poor attention has been devoted to the interaction between culture, multimedia, and tourism and consequently to the opportunities the Internet opens up not only to important museums, but also to a cluster of small isolated institutions, which can join forces and improve their "visibility" on the tourism market (see, for example, the MEDICI project).
This article first outlines the factors that lead the technology transformation of museums as cultural businesses and the competitive responses that can be adopted by online institutions. Second, the article discusses the reengineering of their role in the tourism value chain and proposes a first reference model for the setting up of a multimedia cultural portal, aimed at creating valuable synergies between cultural and tourist services.
After an overview on the changing trends in museum management and marketing induced by Information and Telecommunications Technologies (ITTs) (second section), in the third section the development process that "legitimates" the cultural organization as a value creator on the tourism market is analyzed, and two different scenarios are drawn according to the management autonomy enabled by the introduction of ITTs. A short description of the Promemoria case study is included in the fourth section. Concluding remarks are given in the fifth section.
Evolution Patterns of Museums: From Traditional to Virtual Marketing and
Management of Cultural Services "Culture" is a mainstream holiday activity in most parts of Europe. The number of culturally motivated visitors (i.e., those for which culture is the main purpose of the trip) has been growing steadily in the last decades, also thanks to the increasing variety of products offered, ranging from classical archaeology, architecture, painting and sculpture, to crafts, industrial archaeology, and cultural events (EIU, 1993; Richards, 1996) . Nevertheless, they actually represent a relatively small population of the total tourist market (9% according to ATLAS survey) (Richards, 1996) .
In contrast, culture is becoming an important secondary motivation for tourism. Beach, mountain, and spa tourists as well as people attending a conference or on an incentive tour are more and more attracted to a monument, a museum, a concert, or other event, and the number of general cultural visitors tends to increase at a faster growth rate than the previous category (EIU, 1993; Richards, 1996) .
Museums are a constituent part of the tourism supply. Surveys conducted in France, the UK, and the US (one of the major markets for cultural tourism in Europe) show that they are the second most popular attractions after historic monuments and sites (EIU, 1993) .
While in important art cities museums represent only a part of the sightseeing (e.g., Venice, Paris, etc.), it is above all in cities with a low tourist profile and that do not enjoy a huge historical and architectural heritage (e.g., Rotterdam, Bilbao, etc.) that they have been used as strong pull factors drawing visitors into the urban center (Jansen-Verbeke & van Rekom, 1996) . The promotion of permanent and temporary exhibitions enables these cities to "market" themselves as cultural destinations that both "delight residents and tourists and appeal to professionals and investors" (Tufts & Milne, 1999) . The evocative nature of culture becomes a potential instrument for combining consumption activities with personal, lived experience and allows local tourism operators to increase their revenue by attracting large tourism flows.
Destination marketing organizations (DMOs), incoming agents, and hotel operators have gener-ally "managed" the role of the museum in the tourism value chain. They have drawn demand to cultural institutions, the visit being only a component of a global tourism product where key elements were represented by travel, accommodation, and other facilities (Rispoli & Tamma, 1995) .
The changing trends compel museums to acquire consciousness of their central role in the tourism market.
The Competitive Environment
A number of factors are pushing museums to rethink their organization and activities.
On the demand side, visitor behavior is evolving. There is a much greater interest in sophisticated and enjoyable presentation of works of art, merging education/information and entertainment (Light, 1995) . Visitors would like to learn something, enrich their lives, but also amuse and re-create themselves during the visit (Jansen-Verbeke & van Rekom, 1996; McIntosh, 1999; Prentice, 1993) . New multimedia facilities (interactive kiosks, virtual reality, DVDs, etc.) support the creation of entertaining interpretation and images.
Furthermore, visitors' expectations are for a varied and customized cultural experience, whose value not only depends on the quality of the exhibit but also on a set of complementary facilities (accessibility, information/booking, bookshop, cafeteria/restaurant, merchandising, etc.) that enhances the attractiveness of the cultural product (Lumley, 1988; Middleton, 1990b; Solima, 1998; Moretti, 1999) .
On the supply side, competition is growing. Museums contend with other cultural institutions to draw the highest volume of visitors. The reduction of state funding forces them to opt for economyoriented management schemes, so as to self-finance cultural events (Bagdadli, 1997; Middleton, 1990a; Norman, 1994) . At the same time, museums suffer the spread of an array of indoor and outdoor entertainment activities that compete with traditional cultural services for the visitor's leisure time (home multimedia, theme parks, amusement and shopping arcades, etc.) (Phelps, 1994; Prentice, 1993; van der Borg & Zago, 1995) (Fig. 1) .
The Internet increases the turmoil by enlarging the market of potential visitors, on the one hand, and the kinds of services available, on the other.
A person living in Australia can virtually visit the Museum of Modern Art in New York just browsing the site (www.moma.org) on his home PC. This experience can persuade him/her to physically visit the museum in the future: the impact that the WWW and technologies generally have on the usage of cultural services and in particular on visitor expectations of the real exhibit has yet to be explored fully (Chadwick, 1999; Galluzzi, 1997; Tufts & Milne, 1999) . On the contrary, there is evidence that some visitors browse the museum Web site just after having visited the real exhibit, to collect detailed information on specific works, to take part in discussion forums, or to be informed on future events (Gaia, 2001) .
While the Web amplifies the cultural experience beyond the museum's walls, it also encourages the creation of virtual exhibitions and other cultural sites that are no virtual counterpart of real museums but can compete with them. These exclusively electronic museums are developed by public sector cultural organizations, private companies, cities, or individuals. They generally display collections that cannot be viewed in their entirety at a given institution (e.g., a conglomeration of artworks from museums around the world) or are servers hosting listings of museum Web sites (e.g., World Wide Arts Resources, Virtual Library Museum Pages, etc.) (Karabin, 2000; MAG-NETS, 1998) . In any case, if new technologies represent a threat for cultural institutions, they are also a key factor in streamlining their transformation.
Cultural Marketing: A Technological View
The need to appeal to leisure consumers, attract sponsors, and distinguish themselves from aggressive competitors requires museums to abandon a mere curatorial and educational mission, typical of a public service.
From the end of the 1980s, the dispute between the idea of cultural heritage as a market good and as a value to be preserved against market-oriented exploitation has been very strong (see, for example, Ames, 1997; Evans, 1995; Hewison, 1991; Light, 1995; Lumley, 1988; Newby, 1994) .
In continental Europe, and particularly in Italy, the traditional view of a museum as a mere collection of works of art struggled against an innovative attitude that considers the museum as a proactive cultural business, to which the principles of the service management theory can be applied (Bagdadli, 1997; Bobbio, 1995; Micelli, Legrenzi, & Moretti, 1998; Norman, 1994; Sharples, Yeoman, & Leask, 1999) . This paradigm shift requires a new product and marketing approach and the implementation of new positioning strategies (Kotler & Kotler, 1998; Scott, 2000; Solima, 1998) .
Technology contributes to accelerate such a change. The dramatic development of online and off-line tools, and particularly of Internet-based platforms, stimulates the creation of "intelligent" systems supporting the organization and promotion of cultural supply and offers valuable opportunities of a commercial nature for museums, as well as for their traditional nonprofit-oriented activities, such as for public access, dissemination, and education (Bennett, 1999; Fahy, 1995; MAG-NETS, 1998; MDA, 1998; Teather & Wilhelm, 1999) .
The marketing orientation through ITTs transforms the production, exchange, and consumption of the cultural service. Considering the main functional areas in which new technologies can be applied in a museum-business-conservation, exhibition, marketing/commercial, and administration (Solima, 1998; Stam, 1992) (Fig. 2) -it is above all on tourism-related activities (such as accessibility, information, reception, and merchandising) that they can make the difference.
The introduction of efficient multimedia systems supports the development of sustainable tourism (and then the implementation of effective visitor flow management strategies), improves the organization and delivery of services to final consumers, and promotes the development of a cooperation network between museums and other operators involved in drawing visitors to the destination (incoming agents, hotels, tourist offices, etc.).
In Figure 3 , exhibit and marketing/commercial functions have been reclassified as tourism services, taking into account the steps of the tourist's decision-making process (Goodal & Ashworth, 1988) .
Information and external reception services (brochures, advertising, booking and ticketing, links with tourism operators, etc.) have a crucial role at the beginning of the selection process, when the tourist searches for information on the destination or directly on the museum, evaluates different recreational alternatives according to his/her motivations, and then organizes the visit. The Internet, interactive kiosks, call centers, and electronic reservation and ticketing are examples of ITT applications that contribute to streamline and speed up the selection and purchase process.
Exhibit and internal reception services (e.g., display, guided tours, ticketing, bookshop and merchandising, etc.) act on site and mainly contribute to affect the global cultural experience. Digital images, virtual reality, audio guides, CD-Roms, DVDs are Figure 2 . Classification of potential ITT applications in museums, by museum function. Source: adapted from Stam (1992) and Solima (1998). just some examples of devices that can be used to enrich the product offered.
A highly satisfactory experience, which meets visitors' expectations, can also have positive feedback effects. Tourists are stimulated to browse the museum Web site for further information (Gaia, 2000) , to promote the exhibit among friends and relatives, and also to repeat the visit in the future. The development of e-mail and Web-based communication services (newsletter, discussion forums, newsgroups, member programs, etc.) reduces the distance between producer and consumer (Bowen, Bennett, & Johnson, 1998) . The dramatic growth of interactivity gives rise to new virtual communities of interest both between museums and current/potential visitors and within groups of visitors themselves. Identifying these communities becomes the first step of the evolution pattern from traditional to virtual marketing and management of museums (Gaia, 2000; Micelli, 1997) .
Far from being a major perspective of museum managers yet, this pattern should be based on:
• attracting visitors through appealing contents and customization of cultural supply;
• promoting the participation of visitors and other actors to the production of the cultural experience, by enriching and updating contents also through the storage of those produced by the visitors themselves;
• building visitors' loyalty through the organization of forums and member programs in which the exchange of information becomes a crucial tool to develop a long-lasting cooperation with customers.
In Italy, most museums have little or no experience in managing contacts and relationships with regular and occasional visitors and still show a limited interest in adopting a marketing-oriented perspective.
Only 5% of them are online and, apart from outstanding cases (e.g., the Museum of Science History in Florence, the Museum of Science and Technics in Milan), the majority represent no more than an electronic brochure, where information is displayed in digital format (Solima & Sansone, 2000) . Among those that show a higher level of interaction (22% of total online museums), 70% use the WWW basically to promote collections and/or provide information on the museum and its activities (Table  1) . Booking and ticketing, merchandising, and the creation of newsgroups and discussion lists are not perceived as objectives of high importance yet (priority 0 for 40-60% of respondents). The spread of ITTs is crucial, especially for small and medium-sized museums so as to broaden their appeal to a wider audience and increase their "visibility" on the market. Up to now, emerging technologies have often been beyond their reach because of shortage of skills and funds. An economic and technical support from public organizations and private sector enterprises is required to help them develop common standards and spread their implementation (MAGNETS, 1998; Tufts & Milne, 1999) .
The building of advanced Internet platforms can be managed within the museum walls, by a consortium of museums or through a partnership (a cultural network) with universities/research centers or enterprises and controlled by the museum itself. This network acts as a sort of "service center" that supports the development of communities of interest and the distribution of common information services, thus favoring the achievement of economies of scale and scope (Kotler & Kotler, 1998; Moretti, 1999; Valentino, 1997) .
Towards an "Intelligent" Museum
The awareness of being a primary tourist attraction and then the need to profitably manage products and distribution channels are driving forces in pushing the museum to evolve from an electronic window to a multimedia Web site.
The question arising is whether the museum is able to face the challenge the Internet is bringing forth and, consequently, to empower itself, even becoming the pivot of a new value chain through the electronic management of contents, visitor community, and market channels.
According to the results of a research work carried out by Moretti and Micelli on a number of museums in Italy and abroad (Micelli et al., 1998; Moretti & Micelli, 1997) , two behavioral models can be described that lead the museum to merge conservation mission and market goals through the creation of an advanced Web platform.
The effects that the implementation of each model has on the evolution of the museum's role in the tourism market is then discussed and different scenarios are drawn.
The Museum in the Marketspace: What Kind of IT Business Model?
The value of an online museum that aims at aggregating large communities of potential visitors, providers, and sponsors is based on the development and combination of two different elements (Micelli et al., 1998; Moretti & Micelli, 1997 ):
• Contents: meant as the creation of a large and updated database of data, texts, and images that can be easily accessed from any computer with an Internet connection and a Web browser. The attractiveness of the museum site, and then the visitor's loyalty to the community, depends on a cost-benefit evaluation and is measured in terms of user-friendliness, browsing speed, and exhaustiveness of information tracked.
• Interaction: meant as the creation of a continuous and meaningful communication flow be- Priority scale: 0 = minimum, 3 = maximum. Source: Solima & Sansone (2000) .
tween the museum and the visitor and between each member of the community and other participants. In this case, the decision to join the community is not motivated by an economic assessment, but by the opportunity to share interests, experiences, and information.
The evolution from an electronic brochure to a multimedia platform requires the museum to enhance and balance communication needs and quality of information provided. Moving from bottom left to top right in Figure 4 , the different combination and intensity of these two elements generates two alternative development paths.
The first path (shown by the thick arrow) is more likely in institutions equipped with large archives, whose digitization and storage represent the main service offered to the reference community. The creation of a virtual counterpart of the real museum attracts the attention of a number of visitors who, on their turn, can determine an increase in the level of site interaction (e.g., newsgroups, online booking, merchandising, etc.). In this model, which is typical of museums in Continental Europe, the cultural mandate of the institution maintains a central role in relation to business-oriented goals. The growth of virtual visitors can stimulate an increase of real visitors: the information provided on the Web may induce many people to visit the museum or the exhibit.
The second path (shown by the dotted arrow) focuses, on the contrary, on an advanced communication strategy (Fig. 4) . Through discussion lists, guest books, and member programs the museum site becomes a meeting space where actual and potential visitors share opinions, suggest new themes for exhibitions and events, and build up their cultural experience. The interactions between the museum and the visitors and among the visitors themselves produce a huge amount of information that can be stored within the site. Growing interaction generally implies the enlarging of information made available and then the research of new material to be collected in order to create a huge database. This model is spread above all in the US and the UK, where museums enjoy a stronger management autonomy and great importance is given to their economic performances by sponsors and other stakeholders.
The attitude of a museum to build an advanced site, and then to evolve according to a mandatedriven or a market-driven model, is generally determined by a number of exogenous and endogenous variables (Fig. 5) . Among exogenous variables, we can mention:
• the state legislation (i.e., rules and restrictions to exploitation of collections);
• the museum-business relationships: from total state funding, to public/private partnership, to total private funding.
As for endogenous variables, the most important ones are as follows:
• the geographical location: in a city (an important tourist destination) or in an isolated area;
• the structure and organization of the museum: type of institution (science museum, ethnographic museum, art museum, etc.), supply size (e.g., number of permanent collections displayed and of temporary events organized), type of services offered (previsit, on site, postvisit, etc.);
• the volume and characteristics of visitors: number of visitors by typology (tourists, curators, critics, researchers, etc.);
• the marketing strategies already adopted and brand identity; In Continental Europe exogenous factors still limit museums' autonomy and, consequently, the implementation of innovative IT management models, especially in countries that export cultural assets and have a rich heritage, like Italy and Greece. While in the UK and in the US the approach generally followed is based on economic considerations in reproduction and exploitation, in those countries it is founded on author's moral rights (MAGNETS, 1998; Moretti & Micelli, 1997) .
Exogenous factors being equal, large museums located in famous art cities, with huge visitor flows and good brand identity, are expected to be keener on investing on the Internet than small and mediumsized institutions. But the propensity also relies on the typology of museum (e.g., a science museum vs. an art museum)-which affects the kind of reference community involved, the standardization of the site components, and the interactivity level-and on the actual use of ITTs. For example, the probability to invest in an advanced site would be higher in a cultural organization where multimedia is an important part of the service offered than in one where automation only concerns administrative functions. In the latter case, the technology culture of management may be an important stimulus to introduce expert systems.
The building of an innovative virtual museum depends on an accurate definition of the development process and the influencing factors. At the same time, the adoption of different IT business models has far-reaching implications on the evolution of the museum (e.g., creating a new brand identity, enlarging the visitor communities), as well as on museumsponsor relationships (feedback effect) (Fig. 5) .
Reengineering the Museum's Role in the Tourism Value Chain
The decision to implement a mandate-driven or a market-driven model also has important implications on the museum's positioning in the tourism market.
Two scenarios can be drawn according to the level of ITT penetration and specifically to the management autonomy enabled by new technologies.
Scenario 1: Museum as Active Player in the Tourism System. Thanks to the creation of a cooperative site, the cultural institution improves its visibility and enjoys higher negotiating power with local tourism operators (incoming agents, hotel operators, tourist boards, etc.) and other real or virtual intermediaries (TO, GDSs, etc.) involved in the distribution of the global tourism product (Fig. 6) . Through the Web, the museum is able to manage accessibil- Figure 5 . Building a museum Web site. Decision-making process and in-ity and bookings and to segment clients according to purpose of visit (tourists, schools, professionals, etc.), travel organization (independent vs. package visitors), and attitudes (highly motivated visitors vs. passing tourists).
The application of database marketing techniques and the building of client profiles allow the museum to develop an in-depth understanding of users' evolving needs, expectations, and requirements and then to customize cultural supply.
Up to now, the development of synergies between virtual museums and the travel and tourism industry is still low and generally developed outside Europe. According to a preliminary survey conducted by Ca' Foscari University in 100 online museums all over the world-selected through the multiple research engine Metasearch-about 30% of the museum Web sites analyzed broaden the core of services offered, including links to local tourist boards and/or other tourism principals and 70% of them are in North America, Canada, and Australia (Quintarelli, 1999) .
Scenario 2: Museum as Catalyst of a Local Tourism Network.
The second scenario represents the next wave and can be seen as an evolution of the previous one or as a direct consequence of the implementation of a market-driven model. The enhanced management autonomy enabled by ITTs opens further commercial opportunities to museums. Not only can the institution manage demand and supply, but technology flexibility also allows it to evolve as pivot of a new tourism product, developed around the cultural event (Fig. 7) .
Permanent/temporary exhibitions become the core of an innovative package tour that includes a number of tourist services (accommodation, transport, catering, etc.) that complement the visit to the attraction. The museum negotiates with local tourism principals and aggregates a "niche" supply that can be marketed through its Web site to traditional/virtual intermediaries or directly to final consumers.
Until now, no case histories are available of this kind of model, but there are interesting experiences where the aggregating role of the museum has been developed outside the local tourist market. Through a dedicated travel office displayed on the Web, the institution organizes and promotes tours for selected groups of travelers to the regions/countries where the collections exhibited in the museum originate.
For example, the National History Museum of the Los Angeles County has a domestic and international travel program available online (www.nhm.org/travel/ index.shtml), through which participants can meet museum curators and come to know the rich natural and cultural history of the world. A portion of each trip price is tax deducible and supports the museum's education and research programs. Another interesting experience is that of the British Museum in London: about 10 years ago it created the British Museum Traveller (www.britishmuseumtraveller.co.uk), a charity that operates curator-led tours worldwide, reflecting the work and collections of the museum, whose profits go to support its activities.
The risks inherent in such a scenario are to alter the educational and cultural mission of the museum and to distort its image/identity as perceived by visitors. The first outcome generally results from a repeated process of mission redefinition, in which enlarging audience and acquiring new financial resources, also through the selling of holiday packages, are put on top of the museum's goals. The second outcome can be a consequence of the first one and derives from a diversification of exhibition activities in relation to museum's specialization. For example, an ethnographic institution that organizes an important archaeological exhibition with an impressive success tends to change its positioning in visitors' mind. Both results have to be monitored by museum managers to balance cultural mission and profit-oriented goals.
Promemoria: A Multimedia Cultural Portal for the Distribution of Innovative Services
The Promemoria case study (www.promemoria. net) represents an interesting experience to put theory into practice, describing the process that leads to the implementation of one of the alternative business models shown above.
Launched in 1998 by the Telecom Italia company and the Venice City Council, this project is aimed at promoting the diffusion of technology innovation in the cultural industry, by providing rich contents and strong interactions between museums and the reference community.
Prototype of a cultural portal, Promemoria gathers four important cultural institutions (Querini Stampalia Foundation, Peggy Guggenheim Collection, Giorgio Cini Foundation, and Municipal Venetian Museums) to create a virtual community of experts, researchers, and visitors in the fine arts field. The interaction between tourism-related activities and the museums' virtual supply represents a key element in the building of the portal and should be developed in the near future.
The starting business model of the prototype is a mandate-driven model (see Fig. 1 ), based on the setting up of a huge database of information and data developed by linking the data banks of different cultural organizations in Venice and in Italy. Thanks to a powerful search engine, the Promemoria portal allows visitors to optimize research procedures starting from a single query, by simultaneously exploring several databases through the same protocol.
A rich training program concerning relevant technological issues has been launched to support museums in modernizing traditional back-office and front-office activities with online tools. All teaching materials have been collected and translated into distance learning programs accessible to all registered members of the community.
In detail, the system is based on the application of Internet/intranet/extranet platforms and consists of four main modules (Fig. 8 ):
• Art metasearch: a multimedia tool for automatic cataloguing of cultural heritage and simultaneous customized query and extraction of information, images and pictures from different databases.
• Emporium: a system designed to offer tools and services for the promotion of culture to tourists and professional users through the WWW. The system also includes a multimedia information and booking center, Teleart, through which Web users can buy tickets for museums, galleries, and temporary exhibitions in Venice and in Italy.
• Laboratory: the Web interface of a training laboratory promoted by Promemoria, which organizes seminars for cultural professionals and operators.
• Agorà: an online information service through which a number of experts reply on questions relating to cataloguing, network architecture, multimedia, and management.
Under the tourism point of view, the main goals of the Promemoria project are first to enhance the role of each museum partner in the local tourism market (Scenario 1) and then to transform the cultural network in the promoter of an innovative cultural package (Scenario 2).
In 1999 Telecom Italia proposed the integration of Promemoria within Tin.it, the Telecom Italia Network horizontal portal, so as to enlarge traditional audience and attract a growing number of potential visitors, especially outside the professional community. The increase of site visitors would represent the first step in developing a strategy more focused on commercial services (mainly tourist services) and on interaction among community members. Also contacts with important tourism operators have been started but both initiatives are still in their infancy.
However, some hindrances in the evolution of the museum environment have already been perceived, which should be taken into account for future development. Maintaining cultural legitimacy and developing economic opportunities requires the mix of different worlds-culture, tourism, technology-but the cultural community is still reluctant to accept newcomers with no scientific or artistic background.
Concluding Remarks and Future Research
Museums are at a turning point in their evolution. Declining financial support from public sources and greater competition from other cultural institutions and leisure activities make it increasingly difficult for them to meet their traditional mandate of preserving culture and educating society. Meshing mission and market (Ames, 1997) becomes a dictate to develop a strong brand identity, widen the audience, and appeal to leisure visitors and sponsors.
Information and Telecommunication Technologies contribute to streamline their strategic reengineering and make the cultural experience easily accessible to tourists and public in general.
This article has discussed the evolution pattern of online museums induced by the new marketing and management approach and the impact that the adoption of an advanced Web platform has on museum positioning in the tourism market.
A first prototype of a multimedia cultural portal to distribute a wide range of innovative cultural services to a virtual community of potential visitors has then been presented.
Further in-depth investigations in Italy and abroad will provide the elements to specify the mechanisms governing the technology transformation of museums, the main goals being:
• First, to gain a better understanding of the impact that exogenous and endogenous variables has on IT investment, checking those that mostly affect the implementation of a mandate-driven versus a market-driven model (Fig. 5 ).
• Second, to have a better insight into the relationships between museums and other tourism enterprises and particularly into push and pull factors that can stimulate cooperation or, in the near future, the creation of a cultural tourism product managed by the museum itself. This analysis will support the evolution and upgrading of Promemoria. The next steps would be the completion of the Web architecture and the integration between tourism-related services and museums' virtual supply.
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